Analysis on Marketing Strategy of Chinese life Property Insurance Company Shenzhen Branch by 李刚
 学校编码：10384                                    分类号      密级        






硕  士  学  位  论  文 
中国人寿财险深圳分公司营销策略分析  
Analysis on Marketing Strategy of Chinese life Property 
Insurance Company Shenzhen Branch  
李  刚 
 
指 导 教 师 姓 名 ： 戴 亦 一 教 授 
专  业  名  称 ： 工 商 管 理 ( M B A ) 
论 文 提 交 日 期 ： 2 0 1 5 年    月 
论 文 答 辩 时 间 ： 2 0 1 5 年    月 
学 位 授 予 日 期 ： 2 0 1 5 年    月 
  
 
答辩委员会主席：           
评    阅    人：           
 


















































































另外，该学位论文为（                            ）课题（组）
的研究成果，获得（               ）课题（组）经费或实验室的资助，































（     ）1.经厦门大学保密委员会审查核定的保密学位论文，于   
年  月  日解密，解密后适用上述授权。 







                            声明人（签名）： 
 
 






















































China life Property insurance was founded at the end of 2007, compared to 
China Ping An insurance, PICC and China Pacific Property of these established more than 
20 years of property insurance companies also set up relatively early property insurance 
company, China Life Property Insurance is the newborn calf. But just two years, China 
Life Property Insurance Shenzhen branch of the market rose from fifteenth to fourth, Such 
a fast development speed and the characteristics of shenzhen branch of China life Property 
insurance and marketing strategy has a close relationship, it is to give full play to its own 
unique advantages, establish the reasonable marketing system, had become the leader of 
Shenzhen property insurance market group second. 
In this paper ，  China life Property insurance Shenzhen branch as the 
research object, to study the successful experience of Chinese life insurance 
Shenzhen branch from several of its own characteristics and marketing strategy etc.. This 
paper first describes the relevant theoretical knowledge of marketing 
strategy and Chinese life insurance Shenzhen, Next to the shenzhen insurance market 
situation and current situation of the development of simple; then the China life 
Property insurance Shenzhen branch of the competitors to do a simple introduction ,and 
gives a detailed description in the fourth part branch on the Chinese life property & 
casualty insurance and Shenzhen. This article through to the shenzhen branch of China 
life Property insurance in the aspect of product, price, channel and promotion strategy, has 
made the detailed analysis of the corresponding marketing strategy in each link of the 
problem, and put forward some improvement Suggestions. 
Finally, the conclusions of this dissertation shows that in the marketing of enterprises 
must be combined with its own characteristics in order to play their own advantages, In 
the face of differentiated competition in the market; in addition, market positioning and 
market segmentation, accurate and reasonable product structure can effectively use limited 
resources to produce the greatest market profits of enterprises. 
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第一章  绪 论 
第一节  研究背景与意义 
中国人寿财产保险股份有限公司（后文中简称中国人寿财险）于 2006 年 12 月
31 日成立，目前注册资本金 150 亿元，公司的主营业务包括经营财产损失保险、责
任保险、信用保险、保证保险、短期健康保险和意外伤害保险等险种的承保和理赔
服务。公司自 2006年成立至今，保险费收入逐年稳步增长，主营保险费收入从 2007
年第一个完整经营年度的 7.38 亿元到 2010 年迅速突破 100 亿元，仅仅历时四年的
时间就实现了承保盈利；截止至 2014年末，中国人寿财产保险股份有限公司全系统
















































































































































第二章  市场营销相关理论 
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第二节  选定目标市场 
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